“With so many varied and complex
vehicles, the quantity of parts can
be substantial,” he says. Parts
availability can directly impact CS|
scores and overall levels of
customer satisfaction. If the part is
not in inventory and needs to be
sourced from the manufacturer, the
vehicle is likely to be kept
overnight, resulting in a reduction
in service technician productivity
and inconvenienced customers.
Parts locator ser-
vicescan helpthe F
dealer manage
parts availability
through compre-
hensive local and
national databases “
of qualified buy-
ers. Congisting of

adatabase of more than 138 million
OEM parts from 39 vehicle lines,
Cobalt's solution to improving parts
availability is called PartsVoice'.
Jeff concludes, “ Yesterday's way of
doing business just isn’'t good
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enough in today’'s
challenging auto-
motive business environment.

Parts Department

“While software tools can be very
useful in helping manage the parts
department, the key to success, says
Scott May, vice president of ATCO
Parts, “is communication.” “Parts
technicians must
be professional,
positive, polite
and consistent,
starting with cor-
rect phone pro-
cedures and ask-
ing questions to
reaffirm that they
understand what
the customer needs.” Companies
like ATCO help new car dealers
maximize parts department
profitability by providing a cost-
effective outsourced sales repre-
sentative that serves as an

FEATURE

alternative to an
in-house parts
salesperson. “We become the eyes,
ears and mouth of the dealer
providing representation at a
fraction of the cost of having
someone in-house, thus reducing
the cost of sales and increasing
profitability, he says. With accurate
communication, dealers enhance
profits by reducing returned parts
and unnecessary delivery and
pickup trips. ATCO'’s “Network
Managers” provide wholesale
representation and a conduit for
information to the parts supplier
marketplace on a daily basis. In
addition, ATCO builds personal
relationships with shop customers
on behdf of their dedler clients and
helps set up appropriate discount
structures based on the purchasing
potential of a shop. ATCO’s
Network Managers also com-
municate to the shops the deal-
ership’s standard discount rates,
policies, procedures and other
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attributes that would cause a
customer to buy from their dealer
clients.

For further information, please feel free
to contact the individual contributors at
the phone numbers listed below:
Service Specials Direct- Brian Allen,
1-800-230-8268 ext.123

AimData- Larry Bruce,
1-866-438-6782

CouponBuilder- Chuck Davies,
1-888-858-4670

ATCO Parts, Inc- Alan Wexler,
1-866-245-2826

The Cobalt Group- Jeff Painter,
1-888-680-4133

Brown & Associates- David Brown,
1-866-578-8773

Sales & Training Solutions

by Darren VanCleave

E very day | hear managers say
things like, “If my guys
would only...”, and “We can't get
good people, these guyswon't...”.
We talk a lot about what should
happen in the dedlership, like doing
a good greeting, making a pro-
fessiond presentation, giving every
customer a demonstration drive,
building value on something other
than price, doing unsold follow-up,
prospecting, and getting referrals.
And yet, when | talk to dedlers and
managers, 99.9% say their sales
staff are not doing a good job in
theseareas. Why? Normally | hear
excuses like, “We can't get good
people.”, “They are lazy.”, and “I
don’t know why.” | hear managers
and dealers doing a lot of talking
about what's not right, but other
than the occasional “Come to

Sales Managers: Stop Talkin’ and Start Doin’!

Jesus’ sales meeting, and trying to
manage while penciling deals, |
don’t see much real action taken.
Don’t get me wrong, I’'m not
suggesting that these people are bad
managers or bad dedlers. Most of
them are brilliant individuals.

Being a dealer or manager in the
automobile businessistough. It's
fast paced, and there's always some
sort of “fire” to put out. Most of the
managersand dedlers| talk to know
what needs to be done to improve
their sales staff. The reason they
don’'t execute in most cases is that
they don't have a plan of action or
the tools necessary to make imple-
mentation and execution easy.
Let'stake alook at what it takes to
get a sales staff on the right track
and how to keep them there:

¢ Understand that one manager or
one dealer cannot do it al, it'sa
team effort.

» As a management team, decide
what you want to see happen in
your dealership, make it the law,
and get it done.

* Get or make a daily planner for
your sales staff.

* Divide your sales gtaff into teams

of 310 6 people. Assign one team
to each manager in the dealership
for 30 days. Each manager should
meet with each salesperson on
hisg’her team individualy for five
minutes at the beginning of their
shift to review goals and work
plans.

* Don’t keep people that are
negative, low producers, or that
don't follow policy and procedures.

» Make sure your management staff
isn't a bunch of glorified secre-
taries. A managersjob isto lead,
motivate, train, and coach the sales
staff. Get a sales secretary to do al
of the other stuff.

» Don't ever have negative meet-
ings with the sales staff. If you
need to have a negative meeting, do
it one-on-one.

* Coach your sales staff when you
are at the desk

» Get a business development
department and staff. The function
of abusiness development depart-
ment is to support the sales staff,
and to keep the sales staff face-to-
face with a continual flow of good
prospects.

» Don’t have a 30, 60, or 90 day

program. Dealers and managers
have implemented programs in
dedlership that they’ ve let go by the
wayside too many times. Stick to
your guns, make the things you
implement last long-term.

¢ Hold a training meeting a mini-
mum of twice each week for the
entire sales staff.

* Keep your gtaff informed. Bevery
clear about your expectations and
be prepared to explain your
thinking.

» Get some help. Hire atrainer, a
personal coach, or both.

Remember, becoming agreat sdes-
person, or agreat manager doesn’t
happen overnight. People have to
learn to be better leaders and better
sdespeople, and like dl learning, it
takes time, commitment, and
practice.
|

Darren VanCleave is President/CEO of Result
Technology Group, Inc., a full service
automotive training and consulting company.
Former vice president of sales, marketing
and training for the Joe Verde Group, he has
over 21 years in the automobile business.
For more information visit www.rtg
results.com or contact him at (281) 360-1127
or via email: darren@rtgresults.



